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    In recent years, Chinese living standards are higher and higher. Due to pet began 
to become one of family members and get more and more care from the owner pet 
industry get the rapid development. Especially more and more pets need to be 
entrusted because owners should go out for business or traveling, thus they don’t have 
time to look after them. Due to a lot of needs, that generates more and more pet shop 
to do this kind of  business, but this service can’t satisfy the customer, because the 
shop use the cage to keep the pet for a long time. For this conflict, we want to use the 
internet platform to solve this problem, customer who’ pet need to be looked after and 
pet family that can help them to do that are both in this platform, and customer can 
freely search boarding family. Meanwhile the platform as the third party offers the 
insurance to protect the benefit of the both sides.      
     Considering about the real situation of pet industry and the business model of 
online boarding platform, we decide to promote and popularize this website form two 
aspects. The first one is online promotion: we need to use a lot of sorts like 
advertising and internet video and words that can be easy to spread on internet 
through emphasizing on individualized boarding and social function that can bring 
more benefit and fun for both pets and pet owners. Meanwhile the platform should 
provide every service for free at beginning of running time in order to abstract more 
and more pets owner to use this platform. But also platform has online forum for users 
chatting with each other and sharing their own funny about pet in order to increase the 
frequency of users. The second one is offline promotion by O2O model, by 
combining the popular SoLoMo theory we integrate the offline source like pet 
goods 、pet service 、pet medical and so on to bring more benefit for the online users. 
Finally we want to integrate the online boarding and offline service in order to 
promote the website rapidly and accumulate lots of good customers.  
 
















第一章  绪论 ··································································· 1 
第一节  研究背景介绍 ······························································· 1 
第二节  研究的目的和内容 ························································· 6 
第三节  理论综述 ····································································· 7 
第四节  论文结构 ··································································· 15 
第二章  宠物寄养在线平台营销推广背景分析 ························ 17 
第一节  宠物行业介绍 ····························································· 17 
第二节  宠物行业产业链介绍 ···················································· 21 
第三节  宠物寄养的现状与问题分析 ··········································· 23 
第四节  宠物寄养网站的经营环境分析 ········································ 26 
第五节  宠物寄养网站的运营模式分析 ········································ 28 
第六节  宠物寄养网站的经营战略分析 ········································ 30 
第三章  宠物寄养在线平台营销推广策略设计 ························ 33 
第一节  市场定位和营销策略分析 ·············································· 33 
第二节  营销推广的制约因素和难点分析 ····································· 39 
第三节  线上体验式营销推广策略 ·············································· 42 
第四节  线下 O2O 索罗门推广策略 ············································ 53 
第四章  结语 ·································································· 62 
参考文献 ········································································ 63 


















Chapter 1 Introduction························································ 1 
Section 1 Background ································································· 1 
Section 2 Purpose and Content ······················································ 6 
Section 3 Theory ········································································ 7 
Section 4 Structure ··································································· 15 
Chapter 2 the background of Online Platform Analysis ·············· 17 
Section 1 Overview of Pet Industry of China ··································· 17 
Section 2 Introduction of Pet business ··········································· 21 
Section 3 Issue of Boarding Analysis ············································· 23 
Section 4 Environment of Operation Analysis ································· 26 
Section 5 Business Model Analysis ················································ 28 
Section 6 Strategy Analysis ························································· 30 
Chapter 3 Strategy of Marketing for Online Platform ················ 33 
Section 1 Marketing Analysis ······················································ 33 
Section 2 Issue of Promotion ······················································· 39 
Section 3 Experiential Marketing ················································· 42 
Section 4 O2O and SoLoMo ······················································· 53 
Chapter 4 Conclusion of Study ············································· 62 
References ······································································ 63 















第一章  绪论 
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第一章  绪论 
第一节  研究背景介绍 
一、宠物行业的巨大潜力 
据美国宠物协会调查，全美国现有宠物狗的总数为 6153 万只，宠物猫的总












                                                        
①资料来源：雨果网，《美国宠物用品市场商机无限，今年市场规模可达 550亿美元》，2013 年 9 月 25日 

















到 2013 年年底，我国城镇的人口数 7.3 亿多
②
，国家统计局于 2014 年 1 月
20日公布数据，2013年末中国城镇人口占总人口比重升至 53.73%。 
2013年国内旅游人数达 32.5亿人次。③ 《2013年假期旅游预测报告》显示，
年内 1-3次旅游的人数占到总人数额 70%，而有 7.88%的人选择 5次以上。 
在调查中发现，北京和上海的居民更喜欢外出旅游，选择国内旅游的游客人







费的第三名，仅随医疗和食品之后（见表 1-1）。    
 
表 1-1：2007 年-2008年美国宠物年均各类服务消费情况    （单位：美元） 
项目 狗 猫 
医疗 453 363 
食品 217 188 
寄养 225 149 
常规检查 219 175 
美容相关 127 18 
维他命 77 31 
玩具 41 26 
资料来源：美国宠物商品制造协会（APPMA）2007年-2008年宠物调查 
                                                        
①
资料来源：邹连生：《我国宠物产业发展展望》，载《广东畜牧兽医科技》，2013年（第38卷）第1期 
②资料来源：中国网,新闻中心,2014年 1 月 21日 
③
资料来源：新华网,2014年 1 月 6日 
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     综合以上分析，宠物行业是快速发展的朝阳行业，而宠物寄养业务在中国的
市场前景巨大。    
二、中国互联网及电子商务的快速发展 
（一）中国网民的规模和互联网普及率 
截至 2013年 12月统计显示，2013年共计新增网民数量 5358万，中国互联网用
户规模达 6.18亿人。互联网普及率较 2012年提升了 3.7%达到 45.8%（图 1-2）① 
 
 
图 1-2 中国网民规模和互联网普及率 




市场交易规模达 10.2 万亿，同比增长 29.9%。其中 B2B 电子商务市场交易额达
8.2 万亿元，同比增长 31.2%。网络零售市场交易规模达 18851 亿元，同比增长
42.8%。②  
                                                        
① 资料来源：《2014 年第 33 次 中国互联网络发展状况统计报告》 中国互联网信息中心 2013.12 

















阿里巴巴举办的网络购物节，单日交易金额超过 350 亿元人民币；团购 2013 成
为增长最快的网络应用。截至 2013 年 12 月，我国团购用户规模 1.41 亿，同比
增长 68.9%，使用率提升至 22.8%，同比增长 8个百分点。 
（三）移动互联时代的 O2O 模式 
 
 
图 1-3 中国手机网民规模及网民比例 
资料来源：CNNC中国互联网络发展状况统计调查 中国互联网信息中心 2013.12 







                                                        









































                                                        


























































第三节  理论综述 
一、STP: 
（一）定义 
    STP即目标市场营销，STP战略，即目标市场营销战略①。 























































    1967年，菲利普科特勒在其畅销书《营销管理：分析、规划与控制》第一版
进一步确认了以4Ps为核心的营销组合方法，即： 
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